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INTISARI 
Penelitian ini bertujuan untuk menganalisis kinerja tenaga penjualan Bank 
ICB Bumiputera Yogyakarta pada masing-masing tahapan faktor sukses dalan 
personal selling dan untuk menguji kemungkinan terjadinya perbedaan kinerja 
pada tenaga penjualan pada Bank ICB Bumiputera Yogyakarta di masing-masing 
tahapan faktor sukses dalan personal selling berdasarkan jenis kelamin.Sampel 
yang digunakan dalam penelitian ini adalah seluruh karyawan bagian kredit Bank 
ICB Bumiputera Yogyakarta yang berjumlah 65 orang. 
 Berdasarkanhasil analisis, menunjukkan bahwa kinerja tenaga penjualan 
pada tahap prospecting, pree-approach, the approach, the sales presentation, 
closing, follow-up servicedan kinerja tenaga penjualan kredit Bank ICB 
Bumiputera secara umum termasuk dalam kategori yang tinggi. Tidak terdapat 
perbedaan kinerja tenaga penjualan pada tahap prospecting, pree-approach, the 
sales presentation, closing, follow-up service dan kinerja tenaga penjualan kredit 
Bank ICB Bumiputera secara umumantara tenaga penjualan kredit laki-laki 
dengan perempuan pada tahap prospecting dan terdapat perbedaan kinerja antara 
tenaga penjualan kredit laki-laki dengan perempuan pada tahap the approach. 
Tenaga penjualan kredit perempuan (mean 4,2019) memiliki kinerja yang lebih 
baik dibandingkan tenaga penjualan kredit laki-laki (mean 38718). Terdapat 
perbedaan kinerja antara tenaga penjualan kredit pada dimensi prospecting, the 
approach, the sales presentation, closing, perbedaan kinerja secara umum antara 
tenaga penjualan kredit dengan penjualan dibawah target dengan tenaga penjualan 
kredit sama dengan atau diatas target. Tidak terdapat perbedaan kinerja antara 
tenaga penjualan kredit pada dimensi pree-approachdan overcoming objections 
antara tenaga penjualan kredit dengan penjualan dibawah target dengan tenaga 
penjualan kredit sama dengan atau diatas target.  
 
Kata kunci: prospecting, pree-approach, the approach, the sales presentation, 
closing, follow-up service dan kinerja  
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ABSTRACT 
This study aimstoanalyzethe performance ofthe sales forceBank 
ICBBumiputeraYogyakartaateachstagerole inpersonal 
sellingsuccessfactorsandtoexaminethe possibility ofdifferencesin theperformance 
ofthe sales forceinBankICBBumiputeraYogyakartaateach stagerole inpersonal 
sellingsuccessfactorsby gender.The sample used inthis study were allemployees of 
theBank ICBBumiputeraYogyakartacredittotaling65people. 
Based on the analysis, showed that the performance of the sales force in 
the prospecting stage, Pree-approach, the approach, the sales presentation , 
closing, follow-up service and sales force performance ICB Bumiputera Bank 
loans are generally included in the high category. There was no difference in the 
performance of the sales force on prospecting stage, Pree-approach, the sales 
presentation, closing, follow-up service and sales force performance of Bank ICB 
Bumiputera Credit is generally between credit sales force of men and women on 
the stage of prospecting and there are differences in performance between credit 
sales force of men and women at this stage of the approach . Credit sales force 
women (mean 4.2019) has better performance than the credit sales force men 
(mean 38.718) . There are differences in performance between credit sales force 
on prospecting dimensions, the approach, the sales presentation, closing, general 
performance differences between credit sales force with sales below target with 
credit sales force equal to or above the target. There is no performance difference 
between credit sales force Pree- dimensional approach and Overcoming objections 
between credit sales force with sales below target with credit sales force equal to 
or above the target . 
 
Kata kunci: prospecting, pree-approach, the approach, the sales presentation, 
closing, follow-up service and performance  
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